In Moab, Utah, reproductions of rock art panels grace the parking lots of motels, public garbage cans, and even the menu of a local diner, where a popular sandwich is named after the Hopi character, Kokopelli. From my perspective as an archeologist for the four national parks from which many of these images are appropriated, the time to debate the use of such resources to "brand" my tourist town has long passed. However, as the popularity of heritage tourism grows, so does the question of archeologists' and cultural resource managers' roles in the marketing of heritage. One needs only to look at this publication and the recent publications from the Society for American Archaeology to note that archeologists are realizing (if perhaps a bit belatedly) that they should start participating in this discussion.
By its own account, the book Marketing Heritage "constitutes one of the first systematic efforts to analyze this new global marketing of the past." This is no business school analysis or laundry list marketing plan, but, rather, a thought-provoking and wide-ranging analysis of the manifestation and implications of heritage tourism based on the traditions of anthropological theory and inquiry. As the articles in the volume express, archeological remains are often used for political and nationalistic ends. This critique has been central to debates within the discipline. What the volume illuminates, however, is that today's global economy increasingly commodities cultures and, by extension, cultural resources. These commodities are being bought and sold as tourist experiences in much of the developing world, as well as some communities within the western world, where tourism has become the basis of the economy. 
